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Abstract
Introduction underline the three phases related to sector crisis, Background, starting from literature
highlight the importance of what are the main actions implemented in 38 Member States.
Methodology, with SPAD, elaborates a qualitative and quantitative set of policy responses that are
displayed in Results. Discussions highlight the different approaches within the OECD area, but
also the absence of a common strategy to exit to the sector crisis. The conclusion emphasizes that
crisis response policies still need to be built and developed in the OECD area, even though initial
responses showed strong responses in individual Member States that did not address a shared
international business action.
Keywords: COVID 19, OECD states, information system, strategies, tourism
Recommended Citation: Marino, A., Pariso, P., & Picarello, M. (2022). Pandemic time and
tourism in OECD countries: Artificial intelligence and digital platforms. In L. Altinay, O. M.
Karatepe, & M. Tuna (Eds.), Advances in managing tourism across continents (Vol. 2, pp. 1–9).
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Introduction
The tourist scene has an international scope and in light of this aspect has been hard hit by the
COVID-19 pandemic and subsequent actions to combat the spread of the virus. According to the
strategies adopted to prevent the potential damage caused by the virus, the economic aspect of the
tourism industry could have had a stop, in 2020, between 60 and 80% (Rica, 2020). After the
introduction of preventive measures and economic support (Cooper, 2020), consideration should
be given to lifting the restrictions on mobility, which could lead to a new flow of tourism,
proposing a new type of tourist treatment and at the same time rebuilding the confidence within
the consumer (Marino et al, 2021). Local tourism, according to OECD data, is representative of
about 75% of the tourist economy that should recover more quickly (Rica, 2020); this is because
it is a main vector of the economy for those realities (communities, cities, regions and countries)
This makes local tourism one of their sources of revenue, as well as a significant share of public
and private work (Chebli et al, 2020). Following this crisis, getting to the reopening of the tourism
sector for these places will require a timely strategy not to be underestimated. (Altinay et al, 2021).
Tourism businesses and workers benefit from economic recovery measures, and many
governments are developing tourism-specific policies (Marino et al, 2020). With regard to the
phenomenon still under way, the responses of States must be followed in order to understand, with
a broad base of observation, what political indications emerge.
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Literature Review
Understanding innovation as the key understanding changes in tourism need to take into account
technological cultural and organizational variables. Following this research stream, highlight that
technological advancements or government initiatives aimed at reducing inefficiencies in the labor
market may have the inevitable effect of worsening worker effort allocation. Tourism is a complex
service product that is possible through interaction between various agencies and businesses
creating cultural commodities. Highlight how producers and digital innovation (Marino et al,
2021a) can strategically boost their expenditures on their goods in order to pressure off
competitors. Furthermore, technological point of view, over the past three decades, the most
innovative tourism businesses have been able to redefine not only their own organizational
network but also the structure of relations with partner organizations via as many technological
waves. Starting from these assumption, Li et al (2019) argue that the technological innovation
creates both economic and market opportunity but adverse concentrations. Furthermore, Usman et
al, (2020) highlights that the availability of services elementary tourist, through the intermediation
of travel agencies. Later, with the wave of the World Wide Web, which extended this possibility
to the final consumer, redefining the business system and the concept of tourist product distribution
channel (Page et al, 2020). Prior to the pandemic, identified as COVID-19, (Marino et al, 2021b)
tourism was one of the fastest growing segments of the web (Kwok et al., 2020). The high intensity
of information that can be exchanged is particularly useful for the digital transition of the business,
as there are direct channels of collaboration between the technology application, network services,
and digital transactions, they have lower operating costs, ensuring at the same time, an increase in
quality and above all a flexibility never achieved before. Due to this profound cultural change,
information and its content are constantly evolving. Information and content, two generic terms
commonly used for indicating what is transmitted on the Web (Kuhzady et al, 2020) are no longer
fully suitable to describe the quantity and variety of material that can be found online. On the
network you can find information on destinations, the various services offered (I. e. Transport,
hotels, restaurants, car rentals), the ability to book online and customer services after the purchase
(assistance and complementary services to tourism such as the sale of guides and insurance
policies). Tourism organizations (Yu et al, 2020; Akhtar et al, 2022) worldwide are now putting
on-line countless texts, periodicals and collections. Hundreds of services and information provide
users with stories from various countries, as well as documents and news about the weather
forecasts and vaccines needed, all constantly updated. Many international museums and art
galleries organize digital (Marino et al, 2021c) tours and pop culture and leisure centers provide
users with a wide range of audio and video clips (Casanova et al, 2016). Multimedia (texts, sounds
and images integrated into the same communicative format) and virtual reality (manipulation of
three-dimensional images) allow for conveying complex information (for example videos on the
typical life and natural beauty of a destination but also the three-dimensional guided tour to
historical monuments or evaluation furnishing of hotel rooms). These cultural challenges, related
to technological innovation, are strictly related to a new sectorial organizational structure.
Competing online for a tourism company is not only a technological problem; it is held accountable
for size, sector, investment and business model. The point is that tourism on the Web is not only
the catalog plus the payment gateway to the bank and the charts. It displays on the web is not in
itself a success factor: the website must be included in a broader strategy of client management.
The two basic questions are how to generate user traffic to the site (being researched and selected),
and how to integrate the site into the back-office processes. The ability of sector operators to better
handle information exchange procedures with specific types of interactive communication over
https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833080/24
DOI: https://www.doi.org/10.5038/9781955833080
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the network is linked to the potential success of electronic commerce for tourism items. The main
tourism organizations have implemented presence strategies in a few years on the network,
creating specific business areas in-house, or, in some cases, specific divisions or companies. These
technological, cultural and organizational innovations were first slowed down in the initial phase
of the pandemic and completely halted in the second phase. A phase that persists, effectively
prohibiting tourism in connection with holidays in their multiple forms. All countries (Wu et al,
2020; Shao et al, 2020) stressed this issue and the economic losses in the sector. Supportive
qualitative measures have been developed and can be utilized for the sector and at the same time,
companies are structuring trajectories that provide the possibility of contributing significantly to
the GDP of their state. This is difficult but at the same time indispensable given the strategic
dimension of the sector. Following this research stream, the Research Question (RQ) is H1: What
are the main activities carried out in OECD Countries?
Methods
On the basis of official documents from the OECD Member States, the main legislative provisions
approved by individual governments and the measures taken by companies in the sector in relation
to the pandemic crisis were evaluated. The governments that have published information on the
pandemic in the tourism sector on the web are reported in Table1. In these 38 States, the qualitative
information regarding the actions taken by the companies in the tourism sector in relation to the
legislation approved by the respective Governments has been verified and the main keywords that
have emerged are: protecting tourists, ensuring the survival of the business, reopening and
preparation of the recovery. These key trajectories were extrapolated using the reference software
in SPAD version 8.2, Data Analysis, Data and Text Mining.
Results
Starting from methodological approach has been possible to build a qualitative taxonomy of the
OECD’s States. Table 1 presents these results.
Table 1. OECD Response Taxonomy for COVID-19
State
Australia

Protect tourist

Austria
Belgium

Ensure the survival of the business
A billion AUD to support tourism sectors.
Waiver of fees and charges of AUD 715 million from domestic
airlines.
National Tourism Incident Communication Plan (CNITSP) is a
committee made up of representatives of the governments of the
Australian states. It meets on a regular basis and consults
directly with the Department of Health.
Programme of actions against coronavirus (Public ensures) for
tourism in cooperation with the stakeholders.
Travel companies can reimburse customers through coupons.
Economic actions at local level.

Brazil

BNDES has established specific investments for SME.

Canada

Tour operators are interest-free.

Colombia

Croatia

Training in managing of
the
Nacional de Turismo
during the emergency.

Reopening and preparation of the recovery
Development of the next Australian Tourism
Strategy 2030, with special attention to the issue
of firm resiliency.

The WMT planning a specific action.

There is a specific group for the COVID-19
pandemic.

"Colombia Responde" is a specific credit line of the National
Tourism Bank - Bancoldex, - which has allocated as much as
$62 million just for the tourism industry, including even airlines.
Granting additional authority with particular
outbreak.

Czech
Republic
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State
Denmark

Protect tourist

Estonia

Finland

Ensure the survival of the business
Compensation to organizers of cancelled events.

Reopening and preparation of the recovery
The MIBF planning, actions linked to a new
operative program.

National and Local institutions are planning actions for the
sector. See
aid package of € 25 million to sustain the tourism sector
(guaranteed loans on favorable terms, concessions).
Guidelines and
responses concerning,
COVID 19 and Country
has been published

National and Local institutions are planning actions for the
sector.

The MEAE are developing the
“100 reasons to travel to Finland”

France

Allow all tourism professionals to propose to replace the refund
with a corresponding credit on a subsequent service.

50,000 companies in the sector will start to
receive EUR 6.2 billion in support, but all the aid
actions are supported by a EUR 18 billion loan.

Germany

National and Local institutions are planning actions for the
sector.
National and Local institutions are planning actions for the
sector

Creation of a committee to manage the
coronavirus crisis.

In its initial economic package, the government has made
tourism a priority.

The HTA supported these actions by EUR 57
million.

Subsidized loans with an interest rate of 1,5 % were granted to
tourism enterprises through the establishment of a National
Tourism Fund with a total of KRW 300 billion (USD 243
million). Other measures concern the distribution of PPE for the
prevention of the virus in the sector and a series of less stringent
rules to try to give breathing space to the tourism sector,
therefore targeted actions to the tourism industry.

The Prime Minister chairs the Central Meeting
on Disaster Reduction and Security (CSDC),
which includes all relevant central government
ministries, seventeen provinces and large cities.
meetings as of March 24, 2020).

The Government of Japan is considering specific actions for the
tourism industry.

The adoption of discounts, coupons and support
actions through a donation of more than 10
billion dollars, was committed to supporting all
tourism related, such as transport, catering and
event companies.

Iceland

National and Local institutions are planning actions for the
sector.

The first interventions is linked to SMEs.

Ireland

The Irish services addressing the challenges and threats facing
the industry.

The first interventions is linked to SMEs.

The first interventions is linked to SMEs.

A grant of over $20 billion in discounts and
coupons to support tourism.

Greece

Hungary
Korea

Japan

Israel
Italy

As the tourism sector
has been included in the
whole of the sectors
which have received
special support for
employment, tourism
enterprises will be able
to grant paid holidays to
their employees.
A massive campaign of
accurate and up-to-date
information is provided
to international travelers
through the support of
the Japan Travel
Agency, employing a
specific fund worth 3.6
billion JPY. To this is
added a free number
that visitors can contact,
available 24/365, by the
National Tourism
Organization of Japan
(JNTO).

The actions are
planning only to
National level.
Extraordinary
compensation for
tourism and cultural
operators.
Expanding the social
safety net for seasonal
tourism and recreation
workers.
A special compensation
of 600 euros for the
month of March for
seasonal tourism
workers who have lost
their jobs due to the
coronavirus.

Support for cultural, tourism and leisure activities.
Refunds with coupons already provided for trips and vacation
packages cancelled due to COVID-19.
Support measures for troubled airlines, Alitalia and Air Italy.

Latvia

The actions are planning only to National level.

Lithuania

Enable companies to refund customers via vouchers that are also
assignable to other masses.

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833080/24
DOI: https://www.doi.org/10.5038/9781955833080

Actions linked to the Center for the Protection of
Consumer Rights, the Revenue Service by the
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State
Mexico

Protect tourist

Ensure the survival of the business

Netherlands

Reopening and preparation of the recovery
A grant of over $10 billion in discounts and
coupons to support tourism.
A grant of over $20 billion in discounts and
coupons to support tourism.

New
Zealand

Actions planning for economic recovery.

Norway
Poland

Actions planning for economic recovery.
Actions planning for
economic recovery.

A "Poland cancels, reports" campaign.

Portugal

Actions planning for
economic recovery.

The Micro Tourism Liquidity Hotline.
Specialized on-line business support through the Portuguese
School of Tourism.

Romania

Actions linked to wage,
which includes the
tourism industry.

Saudi
Arabia

Awareness campaigns
to avoid confusion and
panic among tourists
currently at their
destination and those
who intend to arrive.

Additional wage subsidies for private sector
workers (citizens) working in companies most
financially affected by COVID-19, including
tourism.

South Africa

The Tourism Assistance Fund provides one-time non-repayable
funding to SMEs.

Slovak
Republic

The "First aid" economic package that will benefit tourism
businesses that have had to close due to the coronavirus.

Spain

Actions planning for
economic recover
sector.

Entrepreneurs employed in the tourism sector will receive the
suspension of loans and interest payments for an annual period,
as well as the deferral of interest on loans requested from
operators in the tourism sector. .

Switzerland

Credit guarantees for air carriers in 2020.

Turkey

NA

NA

NA

Actions planning for economic recovery.
United
States
Actions planning for economic recovery.
United
Kingdom

The 38 states, show common elements and also strong differentiations. In order to evaluate the 24
differentiations that emerged in table 1, reopening and preparation of the recovery, the values each
differentiation are includes between 0 and 1. As a result, from an analytical standpoint, the values
do not deviate from one another. Equation Min Max Method:
𝒕

𝑰𝒕𝒒𝒄 =

𝒙𝒕𝒒𝒄 − 𝐦𝐢𝐧(𝒙𝒒𝒄𝟎 )
𝒕

𝒄

𝒕

𝐦𝐚𝐱(𝒙𝒒𝒄𝟎 ) − 𝐦𝐢𝐧(𝒙𝒒𝒄𝟎 )
𝒄

𝒄

The differentiations is developed as:
• y(w,s) = α(s) + β(s)(g(w) + ε(w,s))
• w Country, w = 1,2....W
• s Sub Dimension of differentiation, s=1,2...S
• y (w,s) observed score on indicator s for country w
• g(w) Unobserved performance, between 0 and 1.
• ε(w,s) The phrase disruption is also known as the term mistake.
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• σ ε2(s) Disturbance variables common to all States
Min Max method, MLE estimates of α(s), β(s) and σε(s) as Likelihood equation:
𝟐. 𝑳 [ 𝒘; 𝜶, 𝜷, 𝝈𝜺 𝟐 (𝟏), … , 𝝈𝜺 𝟐 (𝑺) ]
𝒘

𝒘

𝟏

= = (𝟐 ∙ 𝝅)& 𝟐 |𝛀|&𝟐 𝐞𝐱𝐩[𝒚(𝒘) − 𝜶] 𝐞𝐱𝐩[𝒚(𝒘) − 𝜶]* 𝛀&𝟏 [𝒚(𝒘) − 𝜶]
𝒘(𝟏

•
•
•
•
•
•

S = Scoring of dimension
W = States
y(w) = the Sx1 variable of the y(w,s)’s for State w
y = the WSx1 variable of the y(w,s)’s for all States α = Sx1 variable of the α(s)’s
β = Sx1 variable of the β(s)’s
Ω = ß ß’ + diag {σε2(s)•β(s)2}

The importance of the connection between variables and their error variance has been explained
in equation 3 (weights p). Specifically, it is highlighted when the lower the weight, the greater the
variance of the error term.
𝟑. 𝐩(𝐬) =

𝝈𝜺 (𝒔)&𝟐
&𝟐
𝟏 + ∑𝒔(𝒘)
𝒔(𝟏 𝝈𝜺 (𝐬)

Equation 4 and 5 indicate that the distribution of is normal.
𝑺(𝒘)

𝟒. 𝑬[𝒈(𝒘)|𝒚(𝒘), 𝜶, 𝜷] = M 𝒑(𝒔) ∙
𝒔(𝟏

𝒚(𝒘, 𝒔) − 𝜶(𝒔)
𝜷(𝒔)
𝑺(𝒘)

𝟓. 𝒔𝒅Q𝒈(𝒘)|𝒚(𝒘), 𝝈𝟐𝜺 (𝟏), … , 𝝈𝟐𝜺 (𝑺)R = [ M 𝝈𝟐𝜺 (𝑺)&𝟐 ]&𝟏/𝟐
𝒔(𝟏

The results are in the -2.5 to 2.5 range. The results of Table 1 and the quantitative method are
discussed in the next section.
Discussion
In relation to both results, the qualitative-quantitative method and conceptual background are
possible to verify that at the technological level, digital technologies, only Israel has implemented
a dissemination process. The dissemination process of digital tourism as an international business
proposed in figure 1 is supported by the main technologies on which the tourism sector changing
and will base its future time and present pandemic in terms of global services and economic
development. The details of its future are highlighted below in order to create a roadmap for the
future of tourism with particular attention to innovation by digital transformation. Digital
transformation in digital tourism concerns a series of trajectories that have in common the
development of digital technologies: Mobile ecosystem, Blockchain, Artificial Intelligence and

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833080/24
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Chatbot, Big data, Service custom, VA and VR, Web service, Digital destination, Robots, Internet
of Things (IoT), Algorithm (Hasan et al, 2022). The use of algorithms contributes over time to
transform the way in which consumers choose their holidays, allowing travel promoters to draw
on a large number of data and purchase preferences to personalize more and more travel offers,
able to conquer even the most demanding tourist. Figure 1 the evolution of digital tourism as an
international business, highlights that are witnessing the digital revolution in the tourism sector, in
customer-company interaction, in the idea of travel, and the entry of new competitors in this sector,
with many companies and start-ups introducing more customer-centric business models. Arguably,
technology has already revolutionized the sector: using digital technologies, artificial intelligence,
and algorithms, modifies the behavior and decisions of travelers and companies, modifies the
culture of both, opens up new economic and social markets, therefore offers opportunities but also
threats related to security in data management and in the management of obsolete professionals in
the sector.
Furthermore, starting from figure 1, the information handling assessed, no other state has
implemented the protection of tourists using digital technologies. In addition, no unitary
monitoring strategies of the sector exist as international business, as discussed in Table 1. For
instance, the follow-up of tourists sharing this destination area has not yet been implemented in
the European Member States (Marino et al. 2021). These considerations apply equally to the other
proposed geographic regions. A first strategic consideration may be linked to domestic tourism: in
the absence of shared tracking measures in the geographical areas of destination, the travel safety
of the traveler will be limited to within the country, with an economic loss to those countries that
represented an international destination.
Figure 1. Our Elaboration of Disseminations Process of Digital Tourism as International
Business
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Conclusions
What emerges from this analysis is that tourism is still a large part of the national economies, so
the advent of COVID-19 has given a hard blow to the entire economic sector of the countries in
which they invest a lot in the tourism sector, undermining the entire sector. Individual governments
have moved to attempt containment measures to stem the spread of the virus, implementing
unprecedented actions, such as restrictions on national and international mobility, social distance
and new practices to be applied in the world of work. This has severely damaged the tourism
industry. Many of these governments, however, are trying to restart, putting less stringent rules
and trying to counter the spread of the virus, not forgetting how important the aspect of economic
support is. This is a complex and challenging task, which after a year of crisis, still presents
uncertain areas and a lack of stable evolutionary scenarios. It is hoped that the economic recovery
and tourist flows can take place gradually over time and quickly. Obviously, everything could be
questioned by the presence of new waves of Coronavirus that could not block the entire induced,
but at least operate with reduced capacity. The combination of economic and health crises has had
multiple effects on the way tourism lives; the gradual relaxation of restrictions will allow the
resumption of possible travel, while the confidence of travelers will be completely rebuilt, As well
as the new rules of conduct to which all users of services related to tourism, will be forced to
comply. Many national economies will suffer. The possibility of restoring tourist flows could give
a great opportunity for recovery in the short term. Moreover, it should not be forgotten that more
than 75% of the entire tourism sector is represented by the local reality within the OECD scenario.
As for national tourist flows, although they have been - at par - blocked by the rules, they are
expected to have a much faster rate of recovery. It is understood that the total flow of tourism, will
work on smaller volumes: so you will not be able to compensate for the lack of revenue due to this
market contraction. Without the possibility of acting in an organized manner within the OECD
area, a long-term solution will not be possible, causing a strong impact on the entire economy,
both in the field of tourism and in those related industries. In the absence of a uniform policy on
the territory of the OECD and developed on the issues to be resolved at an international level, the
overall picture cannot be assessed. The response has been made very clear, and therefore with a
strong and rapid recovery, in the Member States that do not have an important need for
international tourist flows.
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